| MAGAZINES 

Marlboro Grand Prix Advertising is projected to appear in magazines such as the following (ad copy and dates to 
be decided): 

1. Time 

2. Gentleman’s Quarterly (GQ) 

3. New York Magazine 

4. Penthouse (and all related publications) 

5. Car and Driver 

6. Road and Track 

7. Sports Illustrated 

8. Motor Trend 

9. Popular Mechanics 

10. Forbes 
Fortune 

12. Inc. 

13. Details 

14. Playboy 

15. M 

16. Esquire 

17. Vanity Fair 

18. Auto week 


19. Hamptons 

20. Conde Nast 


21. People 

22. The New Yorker 



Source: https://www.industrydo06rnents.ucsf.edu/docs/hjwlOOOO 
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TELEVISION 


A local New York Network Affiliated Television Station will be signed as the official Local Television Station of 
the Race. Advertisements on this station will run beginning June 1, 1993 through the Race. 

Secondary local television stations will also be contracted. These stations will show related advertising beginning 
June 1, 1993. 

Stations to be solicited include: 

1. WABC 

2. ESPN 

3. WCBS 
^ WWOR 

5. WNYW 

6. WPIX 

7. WNBC 

8. MSG 

9. CNBC 

10. Sports Channel 


Source: https://www.industrydocuments.ucsf.edu/docs/hjwlOOOO 
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RADIO 


An official radio station will be signed to provide extensive high profile advertising spots beginning June 1, 1993. 

Numerous secondary radio stations will also be contracted to provide further advertising and promotional air 
time. The secondary radio stations are projected to include the following: 


1 . 

WNEW - FM 

2. 

WHTZ 

3. 

WPLJ 

4. 

WQHT 

5. 

WBLS 

• 

WCBS 

7. 

WCBS-FM 

8. 

WFAN 

9. 

WABC 

10. 

WLTW 

11. 

WINS 

12. 

BQSS - FM 

13. 

WADO 

14. 

Shadow Traffic 



Source: https://www.industrydc5lAftTients.ucsf.edu/docs/hjwl0000 
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PUBLIC RELATIONS PLAN 


There are several goals inherent in all public relations activities for the first 
Marlboro Grand Prix of New York: 


1. To stress the uniqueness of this milestone event. 

2. To educate the New York metropolitan area public about the sport of motor 
racing. 

3. To help promote all of the events up to and during race week that will add to the 
spectacle of the Marlboro Grand Prix of New York. 

4. To focus positive attention on the governmental, civic, and other private sector 
interests that will assist in making the event a success. 

5. To create a positive vehicle for the sponsors of the Marlboro Grand Prix of New 
York. 

6. To build greater awareness of the personalities that make up the sport of motor 
racing. 

7. To develop a climate of excitement and entertainment for the metropolitan area 
public, the motorsports world, sponsors and ticket buyers. 

8. To maximize positive media attention to all events surrounding the Marlboro 
Grand Prix of New York. 


Source: https://www.industrydocuments.ucsf.edu/docs/hjwlOOOO 
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Implementation of Public Relations Goals through National, Local, Trade and 
Specialized Print Press, TV and Radio Outlets: 


1. Bi-monthly newsletter targeted to motorsports and general media, sponsors and 
the auto racing public. 

2. Announcements and press events related to taxi cab skills event, bicycle messenger 
race and commuter race. 

3. Updates on participants in Celebrity Race. 

4. Fashion Show events including sponsor and designer participation. 

5. Details concerning operations plan development, including groundbreaking, 

dedication of official start/finish line, paving schedule, block and fence 
construction. 

6. Additional sponsorship announcements. 

7. Grand Prix Foundation events. 

8. Showcar appearances throughout the metropolitan area bars, restaurants, malls, 
local auto shows and other sporting event venues. 

9. Driver media days. 

10. Metropolitan area events drawing attention to Indy Car racing, including Indy 500 
Winner Press Conference. 

11. Announcement and events surrounding newly formed relationship between the 
Grand Prix of Monaco and the Marlboro Grand Prix of New York. 

12. Fifth Avenue Salute to Marlboro Grand Prix of New York. 

13. Broadway Caravan of Indy Car Transporters and PPG Pace Cars. 

14. In-store retail promotions. 

15. Race Day media coordination, including credentialling and all press room 
activities. 

16. Post-race dissemination of releases, photos and other materials that will set the 
stage for the 1994 Marlboro Grand Prix of New York. 


Source: https://www.industry Tdi3ments.ucsf.edu/docs/hjwl0000 
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It sure sounded like a stupid idea. 

When I read that City Hall was nego¬ 
tiating with a racing promoter to bring 
a world-class automobile race to the 
World Trade Center area, my eyes went 
buggy. It seems that Motormarketing 
International, which currently pro¬ 
motes the auto race at the Meadow- 
lands, wants to bring it to New York 
City. The New Jersey race has been los¬ 
ing money, but the promoter figures it 
can make big bucks here because it 
would draw a bigger crowd. 

I was prepared to denounce the so- 
called New York Grand Prix with great 
indignation. How could anyone think of 
having an auto race in the middle of the 
most congested city in the country? Not 
only would it disrupt life in lower Man¬ 
hattan and tie up traffic fearfully, but it 
would also be dangerous. I had visions 
of cars hurtling onto the sidewalk at 
180 miles per hour, mowing down old 
people and children. 

But when I started telephoning peo¬ 
ple to gather evidence against the race, 

I was surprised. Almost everyone I 
spoke to thought it could be a swell 
thing for the city. 

Jennifer Kimball, a member of May¬ 
or David N. Dinkins’ press office, con¬ 
firmed that City Hall is involved in ne¬ 
gotiations with Motormarketing 
International. “The mayor had some 
reservations about it, but has asked his 
staff to look into it.” Kimball said the 
economic gain to the city — in restau¬ 
rant and vendor sales, ticket sales and 
taxes — is estimated to be more than 
$50 million. 

David Klesseld is counsel to Deputy 
Mayor Barbara Fife, whose office is 
handling the negotiations. “The other 
cities that have had them — Detroit, 
Denver, Cleveland, Toronto and Van¬ 
couver -4 arp very happySvith 
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he said. “They all view them as major 
economic generators. Based on the suc¬ 
cess of these other places, it seemed like 
an idea worth exploring.” 

Kiesseid said the city would insist 
that all costs — including street paving, 
erecting sidewalk barriers and provid¬ 
ing municipal services such as fire, po¬ 
lice and sanitation — would be borne 
by the promoter. Moreoever, the race 
would be held on a Saturday and Sun¬ 
day, to minimize disruption. 

Klesseld said he had no 
knowledge that inner-city 
road races have ever caused 
any injury to spectators and 
said such a race would be less 
disruptive than the New York 
City Marathon because it 
would affect a smaller area. . 

Not totally convinced, I 
called Joseph DePlasco of 
the New York City Depart¬ 
ment of Transportation, 
which had to analyze the lo¬ 
gistics of such a race. “We 
can handle it from the traffic 
perspective,” DePlasco told 
me. “Weekend traffic is light in lower 
Manhattan, subway access to the area 
is excellent, and local streets and side¬ 
walks could handle the crowds.” 

I also called Paul Goldstein, district 
manager for Community Board 1 in 
lower Manhattan, which represents the 
Wall Street community. “We had the 
same sorts of reservations as you did 
when we first heard about the event,” 
Goldstein told me. The selling points, 
he said, were Motormarketing Interna¬ 
tional’s claim that the race would make 
more than $50 million for the city, the 
offer to pay all the costs associated with 
the race, and the offer to make a 


ty board. 

“We would use that money to supple¬ 
ment neighborhood programs that 
have been cut. youth programs, senior 
citizens programs, library hours,” he 
said. “If the people down here have to 
suffer for three or four days, but if we 
can show them some tangible benefits 
in these difficult times, then it’s some¬ 
thing the board would support.” 

But in a city where you can’t erect a 
public toilet without major controversy, 

I figured somebody’s got to be 
against this race. So I called 
the office of Manhattan Bor¬ 
ough President Ruth Mes- 
singer, that longstanding 
gadfly when it comes to the 
antics of City Hall. Even 
there the opposition was only 
lukewarm. “We’re in the 
skeptical mode,” said her 
press spokesman, Andrew 
Breslau. “At this point we’re 
getting evidence and weigh¬ 
ing it. We have concerns 
about everything from the 
race’s impact on the environ¬ 
ment and on traffic to getting a rigorous 
cost-benefit analysis of the race. We 
want to see proof that it will generate 
money for the city.” 

Still unconvinced, I called three oth¬ 
er cities that have had their own grand 
prix races. Denver, which has had its 
own grand prix for the last two years, 
didn’t expect to earn anything for the 
first few years. But race-related tax rev¬ 
enues for 1990, the only year for which 
figures are available, came to $725,000. 
The race, held in downtown Denver, 
drew a crowd of 200,000 without any 
injuries to spectators. The promoter 
has since gone bankrupt, but the city 



$350,090 contribution to the commu ry was ,vpry flippy with the rac^. 



I heard similar things from Detroit, \ 
which has held a grand prix since 1982/ 
Keith Kaminsky, a spokesman for De- • 
troii Renaissance, the nonprofit group ) 
that promotes the race, estimates it I 
generates $20 million a year in nev- j 
enues for the city. In a city so financial- 1 
ly strapped that it had to sell the mu- J 
nicipal incinerator to pay off debts,the i 
grand prix was a godsend, he said. « ( 

Cleveland was so happy with pits j 
grand prix, which has been held for 10 j 
years, that when the promoter was con- j 
sidering not holding a race there this j 
year, the mayor set up a committee to \ 
talk them out of it. “Actually, we w r ent > 
after the race.” said Alan Seifullah, a *. 
mayoral spokesman. \ J 

Both Denver and Detroit*- 
agreed that their races have outgrow 
the downtown areas. Detroit is movin ' 
its race to Belie Isle, a local amusemer. 
park, while the future of Denver> 
Grand Prix is uncertain becaup of is 
promoter’s financial problems.] 

The only person I found who was 
critical of the race was George ttaikaas, 
chairman of the Auto Free Committee 
of “Transportation Alternatives” a 
group which promotes reducing the 
amount of car traffic in New York City. 

“The idea of a grand prix in this ci£V 
is atrocious,” Haikalis said, “Jt give* 
everyone the wrong idea about the rob 
of automobiles in the most crowded city 
in the western hemisphere. It’s absurd. 
What this does it idolize motor vehicles 
in the worst possible place for them.” t- 
I sympathize with Haikalis’ view, bu* 
given the evidence supporting a Neve 
York Grand Prix, I have to vote with tire 
majority. In tough times like these if v.h 
can have a car race on the weekend, wriic 
minimal disruption and no cost to 
city, and which will earn the city rnu-f 
needed money, I say go with it. ; * 




Source: https://www.industrydocuments.ucsf.edu/docs/hjwl0000 
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A New York City Auto Race? 
Look Both Ways, It’s Coming 


By JOSEPH StANO 

Brushing aside complaints over to¬ 
bacco advertising and a lack of support 
by community leader*. New York City 
granted final approval yesterday to lire 
Marlboro Grand Prtx of New York, an 
annual auto race that will start rattling 
the financial district's wlndowpanes in 
June 1993. 

The Franchise and Concession Re¬ 
view Committee voted to approve a 
10-year agreement with the promoter, 
Mo'.orMarketmg International Incor¬ 
porated, for a race of 1M to 200 miles 
over a !.3-mtle temporary track using 
streets around the World Trade Center. 
The firtit race, with most of the same 
cars and drivers from the Indianapolis 
500, is scheduled for June 27, 1993. 

Lang Way From Gasoline Alley 

Although the low-slung Indy cars, 
driven by the likes of Rick Mean and 
Danny Sullivan, exceed 220 miles per 
hour at the Indianapolis Motor Speed¬ 
way. they will probably average a 
more 1< isureiy ICO m.p.h. on the Man¬ 
hattan course But the maximum speed 
on the West Street straightaway could 
be as much at 165 m.p.h. 

"Thiit means that we've taken this 
sport from Gasoline Alley to Broad¬ 
way," i.aid A. William Stokkan, chair¬ 
man of IndyCar, the group that set* the 
rules for Indy-car racing. 

Mr. Stokkan was only a block away 
from being literally correct. But the 
race circuit he was talking about is a 
world removed, spiritually speaking, 
from the sport's dirt-track and corn¬ 
field roots, As now planned, the track 
will encircle the World Trade Cen¬ 
ter's turn towers, and about 25 cars 
will swoop past Battery Park City 
and the mossy headstones in the St. 
Paul's Chapel graveyard. 

Parts of Vesey, Church and Liberty 
Streets, as well as West Street as far 
north as Chambers, will be closed to 
traffic fur the race and accompany¬ 
ing practice runs the day before. 

Traffic tie-ups can be expected sev¬ 
eral days before and after, loo. The 
enure course must be lined by con¬ 
crete ba rncades and chain-link fence, 
and temporary grandstands must be 
put up. And the streets must be le- 
paved. lest the race cars fracture 
their spidery suspensions on the pot¬ 
holes that New York drivers live with 
daily. 

(be agreement, which can be can¬ 
celed by either the city or the pro¬ 
moter after each year's race, took 
two years to reach. 

Allliojgh ihorc was also some dis¬ 
satisfaction yesterday over financial 
cmnjicnsuuon ihat was promised to 
neighboi hood residents, the tobacco 
sjKjnsorship brought tiie strongest op¬ 
position, To help mollify the critics, 
the sponsor, Philip Morris, agreed to 
finance an effort to discourage youths 
from taking up smoking, 

The vote on (he Franchise and Con¬ 
cession Review Committee was 4-2, 
with ihc representatives of ifie May¬ 
or, she Corporal ion Counsel, the Dep¬ 
uty Mayor for Finance and Develop¬ 
ment and liie Office of Management 
jiuJ Budget voting in favor. Although 
each of the borough presidents is 
represented on ihc conirnillee, which 
approves franchise and concession 
contracts with itie city, only the presi¬ 
dents wlvoio Iwroughs are directly 
affected by a contract can vote on it. 


The IW9 committee members who 
voted against the race plan. Manhat¬ 
tan Borough President Ruth Messin* 
ger and Co nipt roller Elizabeth Hultz- 
mun, issued statements that made it 
clear lhe sponsorship was ilietr mum 
complaint. 

"No mailer what the tienefus of a 
Grand Hrix." Ms, Hulizman’s state¬ 
ment said, "11 would bo unconsciona¬ 
ble for the city 10 betume Marlboro 
country." 

The New York City Sports Com- 
mision, an agency ihai seeks to bring 
new spons events to the city, esti¬ 
mates ihe lace tould generate an 
extra $5t million annually in trade for 
hotels, resiuurums and stores, with 
ihc city receiving an extra $2 1 mil¬ 
lion annually in tax revenue, 
in addition, the promoter, Motor- 
Markeitug Imernauooal, tuts prom¬ 
ised 10 pay the cuy at least $300,000 in 
the first two years of the deal, and 
more if certain revenue levels are 


Traffic tie-ups can 
be expected 
several days before 
and after, too. 


exceeded. M.M !, has also agreed to 
repay die city for police, sanitation, 
emergency medical, and fire serv¬ 
ices, as well as for street repaving. 


Mayor David N. Dinkins, whose 
support for the race provided the 
votes to get it approved, has in Ute 
past sought to ban cigarette advertis¬ 
ing on city property, including laiscs 
and subways. But as part of the spon¬ 
sorship Jeal, the track will be fes¬ 
tooned with Marlboro banners. 

Anti-Smoking Ad Campaign 
Joseph W, Cherner, president of 
Smokehrct Educational Services, a 
nunprufn group, referred to the May¬ 
or's decision lu support (tie race as 
liyjHRTisy, m light of his previous 
upjHisiuon to tobacco advertising. 

"ihe Mayor’s iur sale." Mr 
Che 1 ner said yesterday, "and I'd love 
him 10 )tut out a list of all his beliefs 
and the puce on them " 

Ruby Riles, a sjiokeswoman for the 
Mayur. cued his insistence on an ex¬ 
tensive anti-smoking advertising 
campaign to be- held in conjunction 
wnh the race as proof there was 
nothing inconsistent in the Mayor's 
position. 

In return for the city's approval, 
Philip Morns will use 1,loti of us J,/IW 
billboards in ihe months before tlte 
race 10 carry messages designed io 
discourage mmurs from smoking 
The- rest of the year, the company wilt 
put the messages on aliout 350 bill¬ 
boards, particularly those near 
schools. 

1 lie company will also distribute 
us own aim-smoking pamphlets in 
cuy schools and include them in the 
progiams sold at the race. 

Mr, Cherner dismissed the* Philip 
Moms campaign as ineffective 
" 1 hey continually call 11 an 'adult 
pleasure,’ " Mr Chenier said, "The 
biggest reason children smoke is be¬ 
cause they want to look mature,” 
John Bolt/, manager of media af¬ 
fairs for Philip Mon is, tit response to 
Mr. Chcrner’s cnlinsm, said' 
" I hey've been saying fui a long time 
1 here should bo stumg programs out 


there to discourage underage smok 
mg 1 his is an unprecedented pro¬ 
gram 1 hey should be applauding 11 ." 

Community-Board Reversal 
One of the fu st steps M.M I took 10 
got appioval fur its plan was lo try 10 
win the favor of Community Board 1, 
which includes Battery Park City 
M.M.I. had promised that in the first 
two years of the agreement, it would 
donate SaSd.uOfl to the hoard to com 
jR-nsaie fot any mcuiivemcru »* 

But the agieemeiu .ippilived yes 
leiday c ailed lor something dilierenl 
Ihe plan now calls fot M M I. m 
eslahiisli a iiciilpiofll Inundation lu 
fund youth safety piogiaiiis, like 
driver education, tiiruughuui the ciiy 
1 he minimum contribution* will total 
$8 million if the race runs all 10 years, 
wnh $1 million of ihat sei fm pru 
grains in Community District I. 

1 ummuniiy Board ! was so upset 
alxiut this change that it rescinded ns 
support for the race last month fru¬ 
its m lower Manhattan say mm cite 
new jilan give* them less money and 
less comm) over it than was o< igmal- 
ly promised 

"What we’re getting instead is a lot 
less money," said Paul Goldstein, dis¬ 
trict manager of fnminiinity Board 1 
"It starts at $t»b ,000 m the fust year, 
which will be only for youth pro¬ 
grams, and n will not be- overseen by 
Community Board I 

I Hunk the hnu and-switch is what 
really antagonized the Ixrajd mem 
bers " 

Hud Manner, chief operating offi¬ 
cer of said, "In all honesty, 

that's a discussion ihaFs never going 
to he resolved." 

Mr. Manner said ihat M.M.I, of- 
feic-d tin. 1 board $3a0,0Od ami did not 
renege, hut that 1 ity uffictals decided 
it would lie nunc appropriate if they 
oversaw distribution of such lands 
liie largest mt ome source for ihe 
promoter — far outweighing ticket 
sates and concession revenue — is 
curjxnate s|x>nsorship monies. Al- 
tlKfugh lire 1 .in* is likely 10 be tele¬ 
vised by a major nelwm k, the broad¬ 
cast rights, as arranged by IndyCar, 
which will sanction the race, do not 
pmvide any television money 10 
M.M.I. 

Set-Up Expenses 

Besides covering the city's ex¬ 
penses and its contributions to the 
nonprofit foundation, M.M.I will have 
10 pay fur the exjk-nsc-s of Selling up 
and disassembling the race (rack 
each year. 

Adam Saal, a spokesman for the 
Grand Pux Association of Lung 
Reach, which has run a similar race 
thiiKigh the streets of (hat California 
city since 1975. said that M M I couid 
ex|»oct to spend fium $1 million to $2 
million annually just to jhh up and 
take down the track baineis and 
seats. And that does not include ihe 
lust-lime cost uf tiuymg materials 
needed for tin.- track 

Indy-car races are also held m De¬ 
troit, loronto and Vancouver, British 
Columbia Denver held similar races 
in 1990 and l*m) and Hie prumoter 
sufleic-d laigc losses. 


Where the Cars Will Race 
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Big- Wheels on Wall Street 


At first blush, the very idea 0/ racing can 
barreling through New York City'* financial dis¬ 
trict sounds absurd. Indy cars zooming pan the 
W01W Trade Center? Skirting Battery Park at 165 
miles art hour? And If that doesn’t sound loony 
enough, add that the sponsor is a cigarette compa¬ 
ny. Somebody's get to be kidding. 

rbe/'re not. A city panel has given final ap¬ 
proval to the Marlboro Grand Prtx of New York, 
which could take place annually for 10 years. And on 
second Lush, it doesn’t sound so bad. With a bit of 
luck, ihe race, to start in June 1993, couid bring New 
York some good publicity, some fun and become the 


asphalt equivalent 0/ the tall ship*. 

The deal makes financial sense for the city. 
Under the agreement, the promoter, Motormarket* 
mg International Inc., guarantees minimum pay* 
menis ‘darting at $100,000 lh« first year Motormar- 
keung will also provide $6 mtlliun over 10 years for 
vouth programs, and will pay all costs. 

Comptroller Elizabeth Holtzman says the city 
could still incur unanticipated costs. But presum¬ 
ably the city can estimate intelligently And there's 
nothing loony about the race course; the financial 
district is virtually deserted on a weekend. 

The truly distressing aspect of the idea Is the 


identity of Us sponsor, Philip Morris USA. That puts 
the city In the position of seeming to affirm selling 
cigarette* when some 400,000 Americans die o/ 
smoking-related illnesses every year, That’s why 
Manhattan Borough President Ruth Messinger op¬ 
posed the deal, a« did Ms. Holtzman, 

Philip Morns has, Iwwever, agreed to devote a 
substantial portion of itsoutdoor advertising to anti- 
smoking messages aimed at young people, and will 
not distribute any tobacco or pronvoaonal items to 
minors. 

Those lerms do not turn big wheels on Wall 
Street into a wonderful idea, but they do make it 
possible to imagine a new kind of festival. 


Source: https://www.industrydocurfte 0 ts.ucsf.edu/docs/hjwlOOOO 
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Grand auto race 


By ELLEN TUMPOSKY 

Daily News Stdfl Writer 


Picture the calm of lower Manhattan, in the 
shadow of the World Trade Center on a late 
June weekend. Then add 25 racing cars roaring 
around the narrow streets at 180 mph. 


That’s apparently what’s 
going to happen, now that the 
city’s Franchise and Conces¬ 
sion Review Committee has 
voted, 4 to 2, to approve the 
Marlboro Grand Prix oi’New 
York City. 

It’s scheduled to run for the 
first time the weekend of 
June 26, 1993, under the 
sponsorship of the Philip 
Morris tobacco company, 
which makes Marlboro ciga- 
rets. 

Those voting for the race 
were Mayor Dinkins, Deputy 
Mayor Barbara Fife, Corpo¬ 
ration Counsel Peter Sher¬ 
wood and Budget Director 
Philip Michael. They over¬ 
rode the heated objections of 
City Controller Elizabeth 
Holtzman and Manhattan 
Borough President Ruth Mes- 
singer. 

The concession agreement 
runs for 10 years. 

Holtzman said the city had 
not negotiated a favorable 
enough deal, and she and 
Messinger blasted sponsor¬ 
ship by a tobacco company. 

The vote had been held up 
for weeks as Dinkins and 
Philip Morris wrangled over 
terms. Philip Morris will de¬ 
vote one-third of its outdoor 
ads promoting the race to 
anti-smoking messages aimed 
at teens. The company will 
also distribute brochures in 
city schools telling teens not 


to smoke. 

Dinkins aides said he could 
not persuade the tobacco 
company to call the race the 
New York Grand Prix. 

Dinkins said the event 
would pump an estimated $56 
million annually into the lo¬ 
cal economy. 

U will consist of 25 teams of 
indy racing cars traveling a 
1.3-mile course around the 
World Trade Center. The cars 
will race for 200 miles at 
speeds of 80 to 180 miles per 
hour. 

Internationally famous 
drivers are expected to par¬ 
ticipate in the race, which 
will come on the heels of the 
Indianapolis 500. 

“Whoever the Indy winner 
is, is going to be on our 
streets racing in this race,” 
said Greg Perrin, director of 
special events of the city De¬ 
partment of Transportation. 

Under its deal with Motor 
Marketing International, the 
city will be reimbursed for up 
to 10% in excess of its esti¬ 
mated costs for the race. The 
city will also receive 10% of 
vending revenues and a per¬ 
centage of profits, with a 
guarantee of $100,000 the 
first year and $200,000 the 
second. 

Holtzman said the city 
should be paid for actual, not 
estimated, costs, and should 
receive a cut of TV revenues. 



2040993057 







Phillip Morris Gets Green Flag 
For Manhattan Grand Prix 


By Bob Lift 

STAFF writer 

Brushing aside complaints that the 
city is promoting smoking, four mayoral 
aides voted to give a 10-year franchise 
for automobile races in Lower Manhat¬ 
tan to Phillip Morris USA, the maker of 
Marlboro and other cigarettes. 

That means the cars that crawl 
through clogged traffic weekdays 
around the World Trade Center could 
be replaced by cars racing at 100 miles 
per hour on the weekend of June 27, 
1993, as well as similar weekends each 
year through 2002. A race this fall was 
canceled after the city and Phillip Mor¬ 
ris could not agree on an anti-smoking 
campaign. 

The four appointees by Mayor David 
N. Dinkins to the Franchise and Con¬ 
cession Review Committee outvoted re¬ 
presentatives of City Comptroller Eliz¬ 
abeth Hoitzman and Manhattan 
Borough President Ruth Messinger to 
approve the New York Grand Prix con¬ 
tract, a series of 10 one-year agree¬ 
ments that the city or promoter may 
cancel each year.. 


That cancellation provision led Din¬ 
kins to call the agreement “a produc¬ 
tive and positive venture, rather than a 
prohibitive commitment.*’ His uides 
said the race is expected to generate 
$50 million in business for Lhe city, 
with the city getting a piece of vending 
revenues. 

Dinkins officials forced Phillip Mor¬ 
ris to agree to drastically cut back ciga¬ 
rette promotions that mark Grand Prix 
races in other cities. Dinkins pointed to 
agreements by Phillip Morris to set 
aside 30 percent of its citywide bill¬ 
board advertising — 1, LOO signs — dur¬ 
ing advance publicity for the race for 
messages aimed at discouraging youths 
from smoking. The agreement also 
calls for Phillip Morris to put similar 
messages on 10 percent of its bill¬ 
boards, or 350 signs, year-round. 

The sponsors also have promised to 
create a special foundation, with at 
least $8 million over 10 years, to aim 
safe-driving messages at youths. That 
includes $1 million to be spent within 
.Manhattan’s Uppvnyruty. Board 1, 
where the race will* be*held.* - * • * 



Source: https://www.industrydocWTients.ucsf.edu/docs/hjwl0000 
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Big Wheels on Wall Street 


At first blush, the very idea of racing cars 
barreling through New York City’s financial dis¬ 
trict sounds absurd. Indy cars looming past the 
World Trade Center? Skirting Battery Park at 165 
miles an hour? And if that doesn’t sound loony 
enough, add that the sponsor is a cigarette compa¬ 
ny. Somebody’s got to be kidding, 

They’re not. A city panel has given final ap¬ 
proval to the Marlboro Grand Prtx of New York, 
which could take place annually for 10 years. And on 
second blush, it doesn't sound so bad. With a bit of 
luck, the race, to start in June 1993, could bring New 
York some good publicity, some fun and become the 
asphalt equivalent of the tall ships. 

The deal makes financial sense for the city. 
Under the agreement, the promoter, Motormarket¬ 
ing International Inc., guarantees minimum pay¬ 
ments starting at $100,000 the first year. Motormar¬ 
keting will also provide $8 million over 10 years for 
youth programs, and will pay all costs. 


Comptroller Elizabeth Holtzman says the city 
could still incur unanticipated costs. But presum¬ 
ably Lhe city can estimate intelligently And there’s 
nothing loony about the race course; the financial 
district is virtually deserted on a weekend. 

Thp truly distressing aspect of Lhe idea is the 
identity of its sponsor, Philip Morris USA. That puts 
the city in the position of seeming to affirm selling 
cigarettes when some 400,000 Americans die of 
smoking-related illnesses every year. That’s why 
Manhattan Borough President Ruth Messinger op¬ 
posed the deal, as did Ms. Holtzman. 

Philip Morris has, however, agreed to devote a 
substantial portion of its outdoor advertising to anti¬ 
smoking messages aimed at young people, and will 
not distribute any tgbacco or promotional items to 
minors. 

Those terms do not turn big wheels on Wall 
Street info a wonderful idea; but they do make it 
possible to imagine a new kind of festival. 


Source: https://www.industrydtMjments.ucsf.edu/docs/hjwl0000 
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By Brock Yates 

Wyoming, N.Y. 

E or a city already wob¬ 
bling ominously on its 
granite substratum, an 
annual motor race 
rumbling through the 
caverns of Lower Man¬ 
hattan starting in June 1993 is hardly 
likely to cause tectonic shifts in its 
foundations — financially, socially or 
geologically. 

But the thought of 700-horsepower, 

, single-seat, turbocharged Indianapo¬ 
lis cars, capable of straight-line 
speeds approaching 250 miles an 
hour, whistling around the World 
’ Trade Center (admittedly at no more 
' than 165 miles an hour — estimated) 
generates two questions: Why Is any¬ 
one attempting this and will anyone 
care? 

The first question is relatively easy 
to answer. H is the brainstorm of the 
high-octane marketing pros at the 
powerful International Management 
Group, a sports-marketing and pro¬ 
motional company, and Us client, 

► Philip Morris's Marlboro brand, 
which is locked in a muUi-milllon- 
dollar battle with RJR Nabisco for 
the hearts and minds of the world's 
automobile racing aficionados. . 

Secondary participants are the’ 
city’s politicians who, after two years 
of behind-the-scenes wrangling, fob, 
lowed by the proper period of public 
posturing, figure to haul in $56 million 
annually in extra business and as 
much as $2.1 million in added fees 
and taxes. A boost in tourism, inter¬ 
national publicity and yet another 
weekend festival also appear to be 
bonuses that will accrue without ma¬ 
jor cost. 

On paper the Marlboro Grand Prix 

Brock Yates is editor at large for Car 
and Driver magazine . 


of New York looks like a winner, 
despite grumblings from ami-smok¬ 
ing types, environmentalists and 
throngs of New Yorkers who believe 
that Manhattan needs one more auto¬ 
mobile like the F.D.R. Drive needs 
another pothole. 

The second question — will anyone 
care? — is more vexing. New York 
- City can hardly be described as a 
hotbed of motor sport. William K. 
, * Vanderbilt underwrote a series of 
epic races on Long Island from 190-1 
1 to 1908 before public pressure forced 
them to be moved to more rural 
areas. Those races were discontinued 
In 1916. 

The Vanderbilt Cup was revived 
briefly, in 1936 and 1937, at the site of 
Roosevelt Raceway In Westbury on 
Long Island. The 1937 field, with the 
greatest racing stars from Europe 
. and America, received enormous pro¬ 
motion and support from New York's 
social elite. Franklin D. Roosevelt 
signaled the start by phone from his 
desk at Hyde Park. A German Auto 
Union car {bearing a giant swastika 
on Us long tail) won but had the 
misfortune of crossing the finish line 
hours after Amelia Karbari disap¬ 
peared over the Pacific. The race was 
relegated to obscurity in the newspa¬ 
pers. Because of poor attendance, it 
c was never run on a grand scale again. 

In the last decade, an Indianapolis- 
style car race has been run at the 
Meadowlands on a temporary circuit 
' built In the stadium parking lot. De* 
, spite Intense promotion by Marlboro, 
I.M.G. and others, the race lost a 
reported $500,000 annually and was 
t ignored by most New Yorkers. 

Local ennui notwithstanding, auto¬ 
mobile racing is a monster sport in 
the U.S., rivaling football, baseball 
and basketball in attendance and en¬ 
thusiasm. K is in many ways a grass¬ 
roots, middle American phenomenon. 
Most small cities have a dirt track, 
drag strip or paved oval where local 


heroes duel on Saturday nights. 

Stock-car racing (heavily under¬ 
written by RJR Nabisco's Winston 
brand) is the sport of the New South, 
having long since surpassed the tradi¬ 
tional Dixie enthusiasms for golf ami 
college football. The Indianapolis 500 
attracts an estimated 500,000 specta¬ 
tors each Memorial Day weekend. It 
is the largest single-day sporting 
event in the world. The other great 
citadels of speed — Charlotte, N.C., 
and Daytona Beach, Fla. — attract 
millions of fans annually. 


Burning rubber 
and money in 
lower Manhattan. 


But these places are light years 
away from Manhattan. If basketball 
Is, as the late sportswriter Pete Ax- 
Ihelm claimed, the "city sport," auto¬ 
mobile racing Is Us nntUhcsis. Even 
the sport’s elite, international grand 
prlx racing, the nc plus ultra In glam¬ 
our and technology, has drifted 
across America like an itinerant cir¬ 
cus seeking winter quarters. It has 
failed commercially and artistically 
In no less than eight locations Includ¬ 
ing Dallas, Detroit, Las Vegas, Long 
Beach and, most recently. Phoenix. 

Moreover, big-city street races for 
Indianapolis-type cars of the sort be¬ 
ing planned for New York have dis¬ 
mal attendance records and survive 
(hanks only to the largesse of corpo¬ 
rate sponsors like Marlboro. 

This ominous record does not blunt 
the enthusiasm of II. K. (Bud) Stan- 
ner, the point man for Motor Market¬ 
ing International, the joint venture 
that is helping to promote the race. 


" I he event will take three years to 
develop," he says without hesitation 
Mr. Stanner, whose lastmajor pro¬ 
motional effort was to head the $120 
million marketing campaign for Flor¬ 
ida's Universal City theme park, says 
the grand prlx will be "corporate- 
driven" with emphasis on entertain¬ 
ing high-dollar business clients In ca¬ 
tered trackside enclaves, while the 
huddled masses sit In grandstands or 
are permitted to roam behind the 
fences free of charge. He said, "We're 
looking for the flavor of Monte Car- 
" lo," where a race has been run 
through the streets since 1929. "We 
. want things like taxi drivers* races 
. and bicycle messengers’ races as 
supporting events," he said. "A total 
festival atmosphere Is planned." 

With this kind of marketing and 
Philip Morris’s financial horsepower, 
success would seem assured. But this 
Is New York, where It takes a papal 
visit, a tall ships flotilla or a political 
convention to attract even a sideward 
glance from most citizens.' 

Can a pack of roaring race cars do 
it, driven by men who make big head¬ 
lines in towns like Indianapolis or 
Daytona Beach but are unknown In 
Manhattan? • 

In 1989, shortly after the Brazilian 
superstar Emerson Fittipaldi won 
the Indianapolis 500, he had dinner at 
a Manhattan restaurant with Danny 
Sullivan, a popular, well-hyped fellow 
driver. Not one patron seemed to 
recognize them. • 

Such receptions do not bode well 
for the Marlboro Grand Prix of New 
York. But make no mistake, Indian- 
apolis-stylc racing is a spectacular 
and potentially riveting sport. Pre¬ 
suming the event is properly promot¬ 
ed and flawlessly executed, it can 
become a fixture on New York’s an¬ 
nual entertainment calendar. If not, 
it's back to middle America, whence 
it came. □ 
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SportsPeopIe 


THE NEW YORK TIMES, SUNDAY. AERIE 5, 1992 


AUTORACING 

Woman Gets Prix Post 

BARBARA PERRY, an eXCCUUVO With 

the International Management 
Group, has been named to head the 
committee organizing New York 
City's first Grand Prix Indy car race. 


the 1993 Marlboro Grand Prix of New 
York. Perry, who has promoted more 
than 100 sporting events, including 
the Kentucky Derby and the World 
Championship of Women’s Golf, will 
be the first woman ever to organize a 
Grand Prix race. 


Source: https://www.industrydocumertfs.ucsf.edu/docs/hjwlOOOO 
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IndyCar drivers eager to take on Manhattan 



By Richard Finn 
Special for USA TODAY 

NEW YORK — A trio of In* 
dianapolis 500 champions sang 
the praises of New York 
Wednesday at the formal an¬ 
nouncement of next year's in¬ 
augural Marlboro Grand Prlx 
of New York. 

“We have talked about this 
since the 1970s,” Brazilian Em¬ 
erson Fittipaldi said of the 
IndyCar race set for June 6. 
“When I think about sitting on 
the grid in downtown Manhat¬ 
tan, it will be incredible for the 
sport” 

Said four-time Indy 500 win¬ 
ner Rick Means; “We are striv¬ 
ing to get races in the right ar¬ 
eas, and what better place for 
everybody?' 1 

Race officials are intent on 
sparing no expense to scage a 
really big show after two years 
of negotiations with City’ Hail: 

► A $15 million price tag on 


MOTOR SPORTS 

construction of the 1.14-mile 
course, laid out around the 
World Trade Center. 

► 5,000 man-hours to con¬ 
struct and set up the course. 

► 27 streets will be closed 
for the 200-mile race. 

► Street repaving will begin 
six w'eeks before the race. 

Promoters, who have a 10- 
year agreement with the city, 
expect 50,000-70,000 fans. 
Thousands more will be able to 
watch from office buildings. 

The seven-turn circuit will 
allow speeds as great as 165 
mph on the quarter-mile 
straightaway. 

“It is quite a good layout,” 
said Danny Sullivan, winner of 
last week's IndyCar race at 
Long Beach, Calif. “There are 
two or three good places to 
pass, and that is always a criti¬ 
cism of these types of tracks.” 


Source: https://www.industrydoelfments.ucsf.edu/docs/hjwlOOOO 
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VP smoothing 
bumpy road for 
N.Y. Grand Prix 



Since the city approved the Marlboro 
Grand Prix last month, Barbara Perry has 
been racing to get the show on the road by 
June of 1993. The vice president of North 
American events at Internationa! Manage¬ 
ment Group must find enough corporate 
sponsors to make the event profitable and 
placate the opponents of low-slung cars 
zooming around lower Manhattan at 180 
mi les an hour. 

The road to the race has been neither 
smooth nor speedy. But Mayor Dinkins 
thinks the event is a good idea. A study by 
Ernst & Young says it will generate $54 
million in revenue for New York’s hotels, 
restaurants and stores, and an additional 
$2.1 million in taxes—numbers Ms. Perry 
thinks are conservative. Plus, she believes 
the festive race will help combat the nega¬ 
tive image muny have of New York. 

Others object to the event because of its 
ties with tobacco producer Philip Morris 
Cos., Marlboro's parent. To appease objec¬ 
tors and win city approval, Philip Moms 
agreed to run an anti-smoking advertising 
campaign and donate $8 million over 10 
years to the Grand Prix Foundation, a 


group that will 
work with Now 
York teen-agers. 

Despite the 
money, convinc¬ 
ing the city took 
IMG and Philip 
Morris two 

years. 

Now comes 
the hard part. 

Ms. Perry, 37, 
admits that 

while A1 Unser 
Jr. und Mario Barbara Perry 
Andretti rev 

their engines, the city will be stuck in 
“major gridlock alert.” IMG will have to 
close 27 streets for the 1.14 mile track, the 
stands and a corporate “hospitality center.” 
All together, Ms. Perry expects 50,000 
spectators to fill the stands for the two- 
hour race. 

These efforts will cost IMG about $12 
million. While Ms. Perry hopes to recoup 
that and more by soiling tickets, ad space, 
broadcast rights and souvenirs, there’s no 
guarantee. Similar races in Detroit, To¬ 
ronto and Denver have skidded after losing 
money. But even if the first year is a wash, 
IMG will do it again the following year. 
“We’re in it for the long run,” she says. 

Ms. Perry has been organizing sporting 
events since college. After attending St. 
John’s University, she promoted lho Avon 
women’s tennis tour. ■ Shelley Neumeier 




Source: https://www.industrydocifffients.ucsf.edu/docs/hjwl0000 
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SportsPeople 


A UTO RACING 

Unser Jr. Promoting Race in New York 

alunserjr., who won the Indianapolis 500 on Sunday, was in;. 
New York yesterday to help the promoters of the Marlboro Grand 
Prix of New York finally announce a firm date for that race. The 
200-mile race around the World Trade Center will be held on the 
weekend of July 10-11, 1993. 

Unser’s victory over scorr Goodyear, the closest finish in 
Indy history at .043 seconds, came on a day when 13 drivers 
crashed. Three of them are still hospitalized. 

Does Unser think the cars are going too fast for the 83-year- 
old Indianapolis Motor Speedway? "No,” Unser said, ”i don't 
think the cars are going fast enough. What makes a race car 
unsafe at the speeds we’re going is crashability. If the technology 
of safety is not keeping up with the technology that makes them 
go faster, then they’re too fast. I really feel the technology of the 
safely of the cars is doing great right now.” 


Source: https://www.industrydoGLaicients.ucsf.edu/docs/hjwlOOOO 


2040993064 




THURSDAY, MAY 28, 1992 

SPORTSTALK 


/ 


i' 


Ready for rush hour 



13y Robert Deutscn. USA TODAY 

ROUGH GOING: Indy 500 winner Ai Unser Jr. drove an Indy 
car at about 10 mph through New York Wednesday to pro¬ 
mote the Marlboro Grand Prix to be held on city streets in 
sUmjner 1993. His reaction: ‘They better repave it' 


Source: https://www.industrydoeaments.ucsf.edu/docs/hjwlOOOO 
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rAouro jrncey GUY* Al Uriser Jr.'s top moment in his brief racing career 


Unser can’t wait to tap 


By LEONARD LEWIN 

Al Unser Jr. eased into 
the plush seat of the sleek 
Maseratl, then drove 
through the streets around 
the World Trade Center as 
a police escort tagged 
along and people eating 
hot doga and pushing 
strollers wondered what 
was going on. 

No one recognized Sun¬ 
day’s winner of the India- 
napolis 500, but everyone 
perked up at the sight of 
the expensive Italian car 
and the media entourage 
that accompanied it. 

The visit by Unser was a 
dry run for next year's 
first Marlboro Grand Frix 
Classic on . . . the streets 
of Manhattan, 


This Is the same race 
that has been staged at the 
Meadowlands since 1984, 
so call it The Revenge of 
the Big Apple. h[ew Jersey 
stole the Giants, Jets and 
Nets; now New York Is 
stealing a sports event that 
never got off the ground 
across the river. Not ex- 
actly parity, but better 
than nothing. 


Trade Center 

Unser said he la excited Unser was still riding 


about coming here and 
added that all the major 
drivers he has spoken to 
are also. ^ 

“I’ve won the event twice 
at the Meadowlands, but it 
wasn't exciting, other than 
that it was [hear] New 
York," said Unser, 30, 
whose first Indy win was 
worth sorpe $3.1 million 
Unser and friends wi]l 
rip around the World *' 
Trade Center at top speeds 
of 175-180 mph on July 10- 
11, 1993. One lap around the 
course will total 1.4 miles, 
so the cars will cover 155 
laps in the 200-mile race. 

Unser completed his tour 
yesterday without collect¬ 
ing a single New York City 
horror story to relate. No 
one even tried to steal the 
hubcaps on the million-dol- 
lar Maserati while It was 
parked outdoor* without so 
much as a “No Radio” or 
"Nothing In The Trunk" 
sign in any of its windows. 


high from hi* 48/100ths-of- 
a-aecond win over Cana¬ 
da's Scott Goodyear on 
Sunday. The thrill was 
extra special because his 
father, who has won Indy 
three times, and his uncle 
Bobby, who has won it four 
times, witnessed his victo¬ 
ry. 

Al Unser Sr. finished 
third at Indy on Sunday, 
and Bobby Unser was 
there as a radio announc¬ 
er. 

“The Indy 500 means life 
to me," Al Jr. said of his 
thriil-of-a-lifetime at 230 
mph. “It took a load off my 
chest. Dad gave me a wink 
and a nod and said he was 
proud of me. When that 
happens, I know I’ve done 
good." 

Back when Al Jr. won his 
first race, he said, “My far¬ 
ther taught me everything 
I know but not everything 
he knows.” They're almost 
even now. 


Source: https://www.industrydocdfrrents.ucsf.edu/docs/hjwlOOOO 
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Marlboro Grand Prix races for sponsors 


By Scott Hume 

The Marlboro Grand Prix of 
N ew York has already maneu- 
vj^t^casi one tough obstacle, but 
is just beginning. 
^B^iflag-drop starting the first 
auto race ever on the streets of 
New York is still a year away, but 
the organizer of the Indy-car rare 
has overcome criticism of its title 
sponsor and is feeling pressure to 
line up other corporate partners 
Thai’s because what’s planned is 
an auto race unlike any other, 
with sponsorship fees to match. 

“Our intent is to elevate this 
race way beyond other race 
events,” said Bud Stanner. chief 
operating officer of race organizer 
Motor Marketing International 
“This will be an event closer to 
Monte Carlo than the Indianapo¬ 
lis 500.” 

That plan includes a week of 
special events leading up to the 
'•ace on July 1 1, 1993. Among 



them are a race between New 
York taxicabs and another featur- 
tng bicycle messengers, a pro- 
celcbnty race and music concerts. 
Each event represents a sponsor¬ 
ship opportunity. 

“With this kind of event, we 
know corporate interest in spon¬ 
sorships is going to be there. The 
question is whether our budgets 
are going to hold up,” Mr. Stanner 
said. Motor Marketing's costs are 
in the range of $12 million to $15 
million annually, he said, high in 


“This will be an 
event closer to 
Monte Carlo than 
the Indianapolis 
500 .” 

comparison with other Indy cir¬ 
cuit races. 

“We want as few sponsors as 
possible to avoid clutter, but that 
means sponsorship fcK** must re¬ 
flect Unit,” he snld. 

In addition to Philip Morris 
Cos.’ Marlboro, title sponsor and 
co-creator of the event. Motor 
Marketing will take at most eight 
other sponsors in categories in¬ 
cluding automotive, soft drinks 
and beer. 

The marketer that signs on as 
the race's presenting sponsor will 
pay $1.54 million in 1993, $1.7 
million the following year and 
$1 86 million in 1995. In return, 
the company’s name will be at¬ 
tached to the title of the event, 
behind the Marlboro name, and 
will be included in all advertising 
and. promotion, including that 
done by ABC, which will broad¬ 
cast the race. Extensive track sign¬ 
age guarantees, hospitality oppor¬ 
tunities anti 10 30-second spots 
during the broadcast are included 
rn the presenting sponsorship 
package. 

Gold sponsorship fees start at 
£425,000 in 1993 and include four 
80-second spots; silver sponsor- 

So urce : • h tt ps : //wwW 


ships start at $251,000 and in¬ 
clude two 30-second spots. In ad¬ 
dition, marketers can sign on as 
official suppliers, with fees nego¬ 
tiated separately. 

So far, only New York's new 
Millennium Hotel has bought in 
as a gold sponsor, but Mr. Stanner 
said negotiations are under way 
in other categories. 

Plans for the race got off to a 
rocky start when New York City 
officials including Mayor David 
Dinkins, a past proponent of ban¬ 
ning cigarette advertising on city 
property, objected to the use of 
Marlboro as title sponsor. 

A 10-year agreement with the 
city to allow the race through 
New York's financial district 


came in March only after Philip 
Morris agreed to devote 1,100 of 
its 3,700 New York outdoor 
boards each year to messages dis¬ 
couraging smoking by minors. The 
anti-smoking messages will lie dis¬ 
tributed in pamphlets m schools 
and appear in the official race pro¬ 
grams Motor Marketing will also 
contribute up to $8 million over the 
10-year contract to fund youth 
safety programs in the city. 

But trouble with sponsors isn’t 
the only headache Motor Market¬ 
ing faces. 

“We’re committed to putting up 
grandstands for 50,000 spectators 
along the course, but it’s going to 
be tight,” Mr. Stanner said. "With 
the Detroit Grand Prix and other 


city-street races, there are wide 
open spots where you can put up 
stands, In New York, there just 
aren't any.” □ 


.industrydoaygifints.ucsf.edu/docs/hjwl0000 
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MARLBORO GRAND PRIX EVENT PERSONNEL 


Barbara Perry - Vice-President & General Manager 

Annette Pontrelli - Administrative Assistant 
Carla Rosmarin - Secretary/Receptionist 


I. Director of Public Relations - Ken Sunshine 

II. Director of Operations - Mike Bidwell 

A. Operations Manager - Jeff Orloff 

1. Volunteer Coordinator - Start Date: April 1 

B. Construction Manager - Colin Jones 

C. Operations Assistant - Start Date: Nov.1 

III. Director of Sales - Jeff Bail 


A. 

Sales Representative - Sue Cutler 

B. 

Sales Representative - David Salomon 

C. 

IMG - North American Marketing Group 
1. Pierce O'Neil - New York 

D. 

IMG - International Sales Group 

1. Tim Wright - London 

2. Tadashi Tokushima - Tokyo 

E. 

IMG - Motorsports Division 

1. Henry Rischitelli 

2. Jack Mason 

Marketing: 

A. 

Debbie Nast 

B. 

Kane Allen 

C. 

Sports Etcetera - Telemarketers 


VI. Legal Counsel - Marivonne Basten 

VII. Controller - Richard Hughes 


Source: https://www.industrydoauments.ucsf.edu/docs/hjwlOOOO 
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